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Abstract--The study explores how consumers react differently when companies introduce new products. The study focus on the hedonic 
consumption as an approach for consumer behavior. It examines the demographic and psychographic characteristics that illustrate 
consumer hedonic consumption. The study employs VALS framework to understand consumer reaction and propensity to innovation and  
adopts Rogers' five steps framework (1) to clarify consumer adoption to innovation. The statistical sample consists of 420 UAE consumers  
drawn randomly from the market and universities and colleges. The results indicate that some demographic and psychographic 
characteristics have significant relationship with consumer hedonic consumption and new product adoption. 
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